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Principles of Marketing (2109101)
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This course is provides student with basic
understanding of marketing concepts, this course
provides the main practices adopted by
marketers and highlighting to manage the
numerous marketing activities effectively, with
emphasis on the pricing promotion, and
distribution of goods and services in domestic
and international markets.
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Application of Marketing Statistic (2109102)
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The objective of the course is to introduce the
business statistics and data analysis to
enhance the ability of making decisions. The
following topics will be discussed: collecting
and arranging statistical data, measures of
central tendency and dispersion, introduction
to probability, random variables and types,
estimation and testing hypothesis, correlation
and simple linear regression, and variance
analysis with applications in business and

using a statistical package (such as SPSS).
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Product Development &Planning (2109119)
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This course is designed to introduce students to
the numerous phases of new product
development process in terms of its objectives,
strategies and marketing programs, and
enriching students compatible  marketing
programs to launch these new products. This
course also explains the influencing forces on
the adoption process of the new products and the
various stages of new product life cycle.
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Marketing Channels Management (2109124)
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This course aims at studying the role of
marketing institutions such as wholesaling and
retailing and the functions of distribution
channels, and the physical movement of
products to consumers. This comprises the role
of wholesaling and retailing activities in the
marketing system. ( Prerequisite: principles of
marketing, 2109101).
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Business Communication SkKills (2109202)
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This module provides students with the
fundamentals of communication process,
essentials of preparing effective written and oral
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communications, overview of standard practices . sl
and effective procedures to develop and handle a

wide range of frequently wused business

documents including letters, proposals and

reports. (The prerequisites: Principles of

management 21091100).
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This module focuses on the numerous styles of
buying decisions, perceptions, group influences,
family decision making, lifestyles, shopping
behaviors and factors affecting the buying
behavior (demographic, personal, social and
behavioral factors), and also the approaches
used in analyzing and understanding the
consumer buying behavior.(The prerequisites:
Principles of Marketing, 2109101).
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Sales Management (2109212)
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This module involves studying the role of the
general sales manager, the functions of sales
management within overall marketing strategy
(planning, recruiting, training, directing and
controlling, of sales management), and the
development of analytical decision skills
necessary to plan, manage, and control the sales
force. (The prerequisites: Principles of

Marketing, 2109101).
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Marketing Management (2109213)
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This module examines the process of strategic
marketing management and considers its roles
within  organizations. It presents the
fundamentals of the marketing concept, tools
and methods wused to examine marketing
environments, understand  consumer and
organizational ~ buying  behavior,  market
segmentation and product positioning, develop
new products, manage existing products and

promote, price and place products.(The
prerequisites:  Principles  of  Marketing,
2109101).
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Personal Selling (2109214)
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This course provides the fundamentals of selling
skills, qualifications for effective selling as well
as techniques for organizing, staffing,
motivating and evaluating the sales force.
Topics covered in this course will include
principles in selling, sales presentations, the
salesperson as a merchandiser, customer service,
sales organizations and functions, forecasting,
sales force selection and training. (The
prerequisites: Principles of Marketing, 2109101
& Sales Management 2109212).
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This module aims to emphasize the management
of promotional activities and their integration
with other elements of the marketing mix. This
includes building an appropriate marketing
communication program through understanding
the communication process, analyzing markets,
working with suppliers, establishing objectives,
determining budgets, selecting media, measuring
and evaluating effectiveness using the
promotional mix elements which encompasses
sales promotion, personal selling, public
relations, advertising and publicity (The
prerequisites: Principles of Marketing 2109101).
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Computer _Application _in__Marketing
(2109233)

This course provides students with basic skills in
computer applications related to regarding
marketing practices by training them on some
computer operating software  (Windows),

computer application software such as word,
excel quantitative analytical software, and
statistical analysis software by SPSS and data
software by Access. (Prerequisite: application of
marketing statistic, 2109102).
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International Marketing (2109304)
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This module aims to study the fundamental
economic, political, cultural, and legal
environmental forces shaping the context of
international marketing in business firms.
Market selection, entry and operating, marketing
mix decisions and organizational structures are
examined (The prerequisites: Principles of

Marketing, 2109101).
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Pricing Management (2109325)
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This course aims at studying pricing issues
through determining price concept and its
relation with  marketing mix elements,
developing pricing strategies by determining
pricing objectives, determining demand and its
relation with price, price elasticity(sensitivity) ,
cost estimation, competitors’ prices , pricing
methods, final pricing , implementing pricing
strategies , and price adaptation. (Prerequisite:
marketing management, 2109213).
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Marketing Research (2109333)
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This course aims to enhance students’
knowledge with marketing research nature,
procedures and importance. In details, this
course includes the determination of research
project methods and techniques, data collection
methods, sampling types, data analysis in the
appropriate statistical technique (correlation,
regression, analysis of variance .....etc), in
addition , introducing students to suitable
reporting skills to yield marketing executives
with the necessary information to get better
decisions in solving problems in several
marketing fields such as market segmentation |,
product development ,promotional campaigns ,
selling , distribution and measuring customers’
opinions. (Prerequisite: computer application in
marketing, 2109232).

Cilel yal g Asaal g Aoy lUall Cay et ) salall oda Caags
Gk et (Al saladl Gl ) 4wl Gy gudl) &g
Ganats Jpadillyy | Lee) il Gasmll S apanal cullud
[N el g ¢ caal) g 9 pia 1axd cullad 5 3k saldll
Gl S gl Lgias Dl g ligall ) g3l 5 ililall 5 e slaall
L) aatinly Lgnand s Lilias) i) dallae 3,k
SlaaiVly LYy Al (aes Llidl Al
Aagia Gl oy i & ey o W e s paadll dalray
Gt WS | Lo je 5 (gl 15 Sl S il
Geny Jla Boandll Gy AV Qllall Cay jed 3oLl
el s @)sills malls sl Aaludly ¢ (5 suall apnadi

. peilana 5 s Sl

Industrial Marketing (2109341)
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This course aims at providing students with
solid background of concepts, importance,
nature and characteristics of industrial markets.
This course covers the primary distinguishing
features of industrial buying behavior compared
with consumer buying behavior and acquiring
students with the knowledge for both analyzing ,
and evaluating industrial markets as well as
managing marketing mix in these
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markets.(Prerequisite: marketing management,
2109101).
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Service Marketing (2109342)
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This course aims at providing students with the
basic principles and concepts of service
marketing, emphasizing the role of marketing in
service sector, showing the difference between
services as well as goods marketing and
enabling students to understand and implement
effective marketing strategies for services. Also,
exposing students to the creation of suitable
services marketing mix. (Prerequisite: principles
of marketing, 2109101).
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Marketing Cases (2109405)
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This course aims to enhance students’ skills in
dealing with real-life cases predetermined at the
beginning of the academic semester by the
instructor. Students are required to prepare and
manipulate marketing cases to find out creative
solutions that are presented by students in the
class. (Prerequisite: marketing management,
2109213 & international marketing 2109304).
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Marketing Strateqgies (2109414)
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This course explores the fundamental concepts
and importance of managerial strategy in general
and marketing strategy specifically, through
highlighting the numerous types, fields of
marketing strategy as well as discussing the
different ways of formulating , designing and
selecting  appropriate  marketing  strategy
especially the competition strategies. In addition
exploring the strategies for developing,
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designing and launching products as well as
market segmentation, product distribution,
pricing and promotion with concentration on
competition and branding strategies.
(Prerequisite: marketing research, 2109333).

Customer Relations Management (2109425)
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This course provides an overview of CRM
strategies and applications by designing a
detailed customer database and mechanisms to
establish long-term relationships to maintain
customers and create loyalty to the organization
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to maintain existing customers and acquire new Opdliall oLl
clients and also achieve excellence in front of
Competitors.  (Prerequisite: Marketing
management communication 2109227).
Marketing Information Systems (2109432)
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This course aims at defining marketing
information systems, its importance, objectives
and components. In addition, this course will
discuss methods and systems used in collecting,
analyzing, storing and retrieving data in order to
provide the decision makers with the marketing
information necessary to achieve the marketing
objectives.  (Prerequisite:  principles  of
management information system, 2105110).
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Electronic Marketing (2109435)
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This course aims at exploring the concept,
importance and use of electronic marketing in
local and international markets, comparing e-
marketing with traditional marketing, planning
and implementing e-marketing, internet usage
and functions, and e-marketing techniques,

collecting, storing and retrieving market
knowledge through internet and various
information technologies. (Prerequisite:

principles of management information system,
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Social Marketing (2109447)
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This course focuses mainly on the social
responsibility of today's organization. This
concern of the social responsibility is taken
under the premise that environmental, political
and legal forces shape marketing strategies in a
way that avoid/or reduce conflicts between the
organization and it environment. The content of
the course includes the hiring of minorities and
the reduction of pollution in all of it forms as
well as producing goods and providing services
in an acceptable level in terms of safety and
satisfaction of customer's needs to reach
cohesive and comprehensive society welfare,
and mentioning the role of consumerism and

other institutions concerned with customers
rights. (Prerequisite: Marketing Management
2109210).
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Sport Marketing (2109240)
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This course intend to introduce students to
diverse nature of sports marketing , a framework
is presented to explain the available theories and
strategies in developing appropriate marketing
plans that explore the individual ingredients of
sports marketing mix (sport products ,pricing
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,promotion distribution and funding). (The

prerequisites:  Principles  of  Marketing,

2109101).
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The purpose of this course is to highlight the
basics and methods related to banking marketing
as a special case of service marketing and
exploring the major aspects of banking service
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marketing that distinguish this subject from
other product marketing. This course also aims
at studying service marketing mix and
behavioral aspects in banking service purchasing
decisions, exploring the nature of environment
in which banks provide services, and designing
pricing, distribution and promotion strategies for
banking services.(Prerequisite: principles of
marketing, 2109101).
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Tourism Marketing (2109343)

lbial) 2109343 Al (3 gl

2109101 (b gl {5 3ea (ol

This course provides students with an
introduction to the principles and issues
associated with marketing services and products
that comprise the leisure industry. This includes
developing suitable marketing mix designed to
improve tourism sector and products, with an
application of all these dimensions on the
tourism sector in Jordan and other regional
countries.(Prerequisite: principles of marketing,
2109101).
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Adricultural Marketing (2109345)
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This course aims not only to determine the
agricultural marketing mix elements and the
obstacles facing marketers in this field, but also
presents , an analyze of some local and regional
practices in agricultural marketing arena as well
as determining and utilizing the available a
agricultural marketing opportunities in favor for
Jordan against other neighboring countries
.(Prerequisite:  marketing  management
210901).
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Trade Fairs Management (2109401)
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This course addresses the role and importance of
trade fairs of all types in achieving the goals of
profit and nonprofit organizations on the
national, regional, and international levels. The
course is divided into two sections: The first
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discusses the organization process of trade fairs,
while the second explains the participation in
fairs from the business firms' perspective; It also
includes the planning, implementation and
control of fair activities.  (Prerequisite:
Marketing channels management, 2109124).
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Application in Advertising (21094 24)
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This course will help students acquire the
fundamental skills in planning, organizing,
developing, and designing effective advertising
by determining advertising concepts, types ,
objectives, communication process, consumer
behavior , advertising budgets, advertising
message development and adverting design
(technical aspects such as title, graphics
,symbols, pictures ,colors ,music,....etc),
advertising media , advertising effectiveness,
control, evaluation and planning advertising
campaign.  (Prerequisite:  management  of
marketing communication, 2109227).
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